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Internet technology innovation and the popularity of mobile terminals spawned 
social media, and microblogging, WeChat, forums and other representatives of the 
social media to create a new era of marketing. With the increasing demand for hotel 
products, to provide personalized, experiential service boutique hotel development 
momentum is good, has become China's hotel industry to develop a new benchmark, 
and the use of social media marketing to improve the visibility and reputation , And to 
encourage consumers to buy the wishes and behavior, is undoubtedly the boutique 
hotel business process commonly used in marketing. From the perspective of boutique 
hotel, it is necessary to analyze the influencing factors and mechanism of consumer 
buying behavior based on social media marketing, so as to provide reference for 
boutique hotel to make better use of social media. 
Based on the situation of social media marketing, this paper analyzes the 
connotation and characteristics of boutique hotel, social media and social media 
marketing based on the combination of quantitative and qualitative research, and 
analyzes the consumer purchase based on social media marketing The characteristics 
of the behavior and the influencing factors, on the basis of the social media marketing 
and the basic theory of consumer buying behavior, the introduction of consumer 
perception factors to build a social media marketing approach to the impact of 
boutique hotel consumers purchase behavior model, and through descriptive statistics 
Analysis, correlation analysis and regression analysis of the hypothesis, indicating 
that the activities of marketing, implant advertising, IWOM, experiential marketing, 
network interaction and other social media marketing methods can be consumer 
perception factors and purchase behavior have a significant impact, thus Put forward 
the boutique hotel to better use social media to carry out marketing strategy. 
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